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ja	 sitä	 on	 kritisoitu	 mm.	 luonnonvarojen	 ylikulutuksesta,	 vesistöjen	 ja	 maaperän	
saastuttamisesta	 sekä	 valtavista	 hiilidioksidipäästöistä.	 Sen	 hiilijalanjälki	 on	 suurempi	 kuin	
kansainvälisen	 lento-	 ja	 laivaliikenteen	 yhteensä.	 Nykyinen	 muotiteollisuus	 perustuu	
pikamuotiin,	 jossa	mallistot	vaihtuvat	nopeasti	 ja	 vaatteista	 tulee	pian	valmistamisen	 jälkeen	
jätettä.	 Muotiteollisuuden	 tuhoisat	 ympäristövaikutukset	 moninkertaistuvat	 tulevina	
vuosikymmeninä,	 jos	 nykyisiä	 toimintamalleja	 ei	 muuteta.	 Huolestuttava	 kehitys	 voidaan	
kuitenkin	pysäyttää	siirtymällä	 lineaarisesta	 taloudesta	kiertotalouteen,	 jossa	vähällä	käytöllä	
olevia	 vaatteita	 vuokrataan	 ostamisen	 sijaan,	 vaatteet	 suunnitellaan	 kestämään	 pidempään,	
niitä	 kannustetaan	 korjaamaan	 ja	 kierrättämään,	 ja	 vanhojen	 vaatteiden	 materiaalit	
uusiokäytetään	 uusien	 vaatteiden	 valmistuksessa.	 Kuluttajat	 ovat	 ratkaisevassa	 asemassa	
vaatteiden	kiertotalouteen	siirryttäessä.	Etenkin	nuorten	kuluttajien	asenteiden	ymmärtäminen	
on	 tärkeää,	 sillä	 Y-	 ja	 Z-	 sukupolven	 on	 arvioitu	 jo	 vuoteen	 2025	 mennessä	 kattavan	 45%	
muotiteollisuuden	 kokonaiskulutuksesta.		Tutkielmassa	 tutkitaan	 muotiteollisuuden	
mahdollisuuksia	 kiertotalouden	 hyödyntämisessä	 sekä	 nuorten	 eurooppalaisten	 kuluttajien	
asenteita	 kiertotalousvaatteita	 kohtaan.	 Teoreettinen	 viitekehys	 tarjoaa	 katsauksen	
kiertotalouteen,	 vaatteiden	 kiertotalouteen,	 kestävään	 kuluttajakäyttäytymiseen	 sekä	
kuluttajien	 asenteisiin	 vaikuttaviin	 tekijöihin.	 Empiirisessä	 osiossa	 tarkastellaan	 Y-	 ja	 Z-
sukupolviin	kuuluvien	eurooppalaisten	kuluttajien	asenteita	kiertotalousvaatteita	kohtaan	sekä	
tutkitaan,	mitkä	yksilölliset	tekijät	vaikuttavat	näihin	asenteisiin.	Tarkasteluun	on	teoreettisen	
viitekehyksen	 pohjalta	 valittu	 kuusi	 vaatteiden	 kiertotalousmallia,	 jotka	 ovat	 relevantteja	
vaateteollisuuden	ja	kuluttajanäkökulman	kannalta.	Tutkimusdata	on	kerätty	internet-kyselyllä,	
johon	vastasi	112	eurooppalaista	Y-	ja	Z-sukupolven	kuluttajaa	18	eri	maasta.	Datan	analysointi	
on	 toteutettu	 SPSS-ohjelmaa	 hyödyntäen.	 Ensin	 datasta	 on	 laskettu	 keskiarvoja,	 joiden	
perusteella	 arvioidaan	 yleisellä	 tasolla	 kuluttajien	 mielipiteitä	 ja	 asenteita	 esitettyjä	
kiertotalousvaatteita	kohtaan.		Lopuksi	yksilöllisten	tekijöiden	vaikutusta	kuluttajien	asenteisiin	
testataan	 Kruskal-Wallisin	 testillä	 sekä	 havainnollistetaan	 pylväskaavioiden	 ja	 laatikko-
viiksikuvioiden	avulla.	Tulokset	osoittavat,	että	kiertotalousvaatteille	löytyy	jo	suurta	kysyntää	
nuorten	 eurooppalaisten	 kuluttajien	 keskuudesta,	 erityisesti	 kierrätysmateriaaleista	 tehdyille	
vaatteille.	Sukupuoli	 sekä	kansalaisuus	osoittautuivat	 tutkimuksessa	 tärkeimmiksi	yksilöllisiksi	
tekijöiksi,	 jotka	vaikuttavat	suhtautumiseen	kiertotalousvaatteita	kohtaan,	 joten	erityisesti	eri	
kohderyhmät	 suhteessa	 näihin	 tekijöihin	 tulee	 ottaa	 huomioon	 tuotteiden	 ja	
markkinointiviestinnän	 suunnittelussa	 ja	 kohdennuksessa.	 Muutoksen	 nopeus	 kohti	
kiertotaloutta	 tulevina	 vuosina	 riippuu	 siitä,	 kuinka	 suureksi	 kestävämpiä	 vaatteita	 vaativa	
kuluttajaryhmä	kasvaa,	ja	kuinka	paljon	yritykset	tarjoavat	vaihtoehtoja	nykyiselle	pikamuodille.	
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This	 is	 a	 problematic	 and	 unsustainable	 phenomenon,	 since	 it	 leads	 to	 alarmingly	
growing	amounts	of	textile	waste.	Furthermore,	textile	production	itself	has	numerous	









There	 is	 already	 an	 alternative	 for	 this	 prevailing	 “take,	make,	 dispose”	 –model:	 the	





product	 policy	 framework	 that	 introduces	 new	 strategies	 across	 the	 whole	 product	
lifecycle,	focusing	on	the	product	design,	promoting	circular	economy	processes	as	well	









repaired”.	 (Stahel,	 2016,	 p.	 435.)	 In	 this	 way,	 the	 circular	 model	 “closes	 loops”	 in	
industrial	 ecosystems,	 which	 minimises	 both	 waste	 and	 the	 use	 of	 virgin	 materials.	








have	 mainly	 focused	 on	 the	 production	 side,	 examining	 the	 implementation	 of	 CE	
through	 circular	 business	 models	 and	 product	 innovations,	 aspects	 of	 supply	 chain	
management,	 strategies	 to	 develop	 circular	 value	 propositions	 and	 the	 drivers	 and	
10	
barriers	to	implementing	such	models	(Rizos	et	al,	2017;	Lewandowski,	2016;	Agyemang	
et	 al.	 2019,	 Koszewska	 et	 al.,	 2020).	 Yet,	 although	 these	 solutions	 are	 essential	 in	




A	 long-term	success	of	CE	necessitates	 collaboration	and	 coordination	across	 various	
domains:	governments	and	 the	policies	 they	develop,	 companies	and	 their	practices,	
especially	 their	 supply	 chain	 and	operations	management,	 societal	 norms	and	 finally	
consumer	acceptance	and	action	(Hazen,	Mollenkopf	&	Wang,	2017,	p.452).			According	
to	Kirchherr	et	al.	(2017),	the	lack	of	consumer	interest	and	awareness	is	actually	the	






The	 implementation	 of	 circular	 economy	 is	 enabled	 by	 the	 collaboration	 of	 novel	





consumers	 in	 “migrating	 toward	 collaborative	 consumption	 activities,	 purchasing	 for	








Previous	 research	 on	 circular	 economy	 has	 been	 widely	 concentrating	 on	 recycling,	
putting	little	emphasis	on	the	other	circular	solutions	(Ionascu	&	Ionascu,	2018,	p.	357).	
In	 addition,	 a	 number	 of	 authors	 have	 stated	 that	 more	 understanding	 is	 required	
towards	demographic	and	cultural	factors	and	their	role	in	affecting	the	attitudes	and	
adoption	 of	 circular	 solutions	 (Edbring,	 Lehner	 &	 Mont,	 2016;	 Atlason,	 Giacalone,	
Parajuly,	2017).	Joergens	(2006)	and	Joy	et	al.	(2012)	point	out	a	need	of	further	research	




articles	 on	 CE	 today	 are	 conceptual,	 although	 practitioners	 are	 not	 interested	 in	 the	






































circular	 fashion,	 sustainable	 consumer	 behaviour	 and	 consumer	 attitudes	 is	 used	 in	
identifying	theories	and	ideas	that	will	build	a	basis	for	the	empirical	section.		
	
This	 thesis	 concentrates	on	 fashion	 industry,	because	 it	 is	 the	 second	most	polluting	
industry	in	the	world.	Furthermore,	clothes	are	among	the	biggest,	and	at	the	same	time	








are	 the	 most	 significant	 individual	 factors	 affecting	 these	 attitudes	 to	 develop	
understanding	of	what	are	the	issues	that	have	to	be	considered	to	create	a	growing	
demand	for	circular	fashion	in	the	future.	This	is	an	important	topic	to	address	because	
the	 long-term	 success	 of	 circular	 economy	 is	 strongly	 dependent	 on	 a	 deeper	
understanding	of	consumers’	attitudes	and	behaviours.	Consumers	have	a	critical	role	







be	 targeted	 should	 be	 answered.	 Furthermore,	 policy-makers	 need	 understanding	 of	



























since	 the	 European	 Commission	 has	 acquired	 a	 range	 of	 ambitious	 CE	 policies,	 for	
instance	the	Circular	Economy	Package	(initiated	in	2015	and	revised	in	2018).	
	
Moreover,	 as	 the	CE	 in	 general	 is	 a	 very	broad	area	 to	 study,	 in	 this	 thesis	 it	will	 be	


















Circular	economy	(CE)	 Circular	 economy	 is	 an	 economic	 system	
whose	 purpose	 is	 to	 fight	 against	 the	
exhaustion	of	natural	 resources	and	 close	
loops	of	material	and	energy	by	reducing,	
reusing	 and	 recycling.	 (Prieto-Sandoval,	
Jaca	&	Ormazabal,	2018)	
Circular	fashion	(CF)	 “Circular	fashion	can	be	defined	as	clothes,	
shoes	 or	 accessories	 that	 are	 designed,	
sourced,	produced	and	provided	with	 the	
intention	 to	 be	 used	 and	 circulated	
responsibly	and	effectively	in	society	for	as	
long	 as	 possible	 in	 their	 most	 valuable	




present	without	 compromising	 the	 ability	
of	 future	 generations	 to	 meet	 their	 own	
needs”	 (United	 Nations	 Brundtland	
Commission,	1987).		
Consumer	attitudes	 Consumer	 attitudes	 can	 be	 defined	 as	
feelings	 of	 favourableness	 or	
unfavourableness	 that	 an	 individual	 has	
towards	 an	 object.	 Consumer	 attitudes	
consist	of	beliefs,	feelings	and	behavioural	
intentions	towards	products.	
Generations	Y	and	Z	 A	 generation	 signifies	 a	 group	 of	 people	
who	are	born	within	a	similar	span	of	time,	
share	 a	 similar	 life	 stage	 and	 who	 were	
16	
shaped	by	a	certain	span	of	time	including	
its	 events,	 trends	 and	 developments	
(McCrindle	&	Wolfinger,	2009).	Generation	
Y	 (also	 known	 as	 millennials),	 refers	 to	























philosophy	 and	 approach	 will	 be	 discussed,	 as	 they	 provide	 a	 foundation	 for	 the	
selection	of	research	design	that	will	be	discussed	subsequently.	The	research	design	





The	 fourth	 chapter	 introduces	 the	 empirical	 findings.	 First,	 the	 findings	 of	 the	




















implementation.	Next,	 an	overview	of	 the	 fashion	 industry	will	 be	 given	 and	 circular	
business	model	options	in	the	fashion	sector	will	be	discussed.	After	that,	consumers’	
role	in	circular	economy	will	be	explored	as	well	as	the	key	factors	that	influence	their	
















sciences	 such	 as	 ecology,	 economy,	 engineering,	 design	 and	 business.	 Some	 of	 the	
relevant	theoretical	schools	of	thought	that	have	influenced	the	development	of	CE	are	
Cradle	 to	 Cradle	 design	 philosophy,	 industrial	 ecology,	 performance	 economy,	
20	


















planned	 obsolescence	 was	 presented	 as	 a	 new	 strategy	 to	 stimulate	 the	market.	 By	
1950’s,	following	the	World	War	II,	planned	obsolescence	was	permanently	acquired	by	


















be	 defined	 as	 one	 that	 leads	 to	 increased	 human	well-being	 and	 social	 equity	while	
notably	lowering	environmental	risks	and	ecological	scarcities	(UNEP,	2011).		However,	





introduced	 the	 term	 “circular	 economy”	 to	 illustrate	 the	 possibilities	 of	 taking	 into	











practitioners,	 there	 is	no	universal	consensus	on	 its’	definition.	CE	has	been	probably	
first	 defined	 and	 conceptualised	 in	 the	 Ellen	 MacArthur	 Foundations’	 report	 as	 “an	
industrial	 system	 that	 is	 restorative	 or	 regenerative	 by	 intent	 and	 design”	 (Ellen	
MacArthur,	2013).	Park	et	al.	(2010)	and	Ma	et	al.	(2014)	focus	on	the	role	of	CE	as	a	
policy	and	model	that	is	designed	for	promoting	economic	growth	in	a	sustainable	and	











reducing,	 alternatively	 reusing,	 recycling	 and	 recovering	 materials	 in	
production/distribution	 and	 consumption	 processes.	 It	 operates	 at	 the	 micro	 level	
(products,	companies,	consumers),	meso	 level	 (eco-industrial	parks),	and	macro	 level	







the	 academic	 world,	 companies	 and	 administrations	 that	 traditionally	 have	 seen	








refers	 to	more	 than	 just	physical	 garbage:	 it	 also	means	end-of-life	products	and	 the	
under-utilisation	of	products	and	materials.	In	colloquial	language,	CE	is	often	used	as	a	
synonym	for	recycling	or	using	waste	or	side	streams	as	raw	materials	to	other	products.	
Indeed,	 both	 of	 these	 are	 important	 aspects	 of	 the	 circular	 economy,	 but	 they	 only	
represent	a	small	part	of	it.	The	basis	of	CE	is	the	idea	of	preserving	the	value	of	products	
and	materials	 for	as	 long	as	possible	with	 the	minimum	 impact	on	 the	environment.	
(Fontell	&	Heikkilä,	2017,	pp.21-22.)		
	
CE	 improves	 the	 resource	 efficiency	 and	 restores	 the	 harm	 caused	 by	 the	 resource	
acquisition.	Following	CE	principles,	a	minimal	amount	of	waste	is	generated	during	the	
production	process	as	well	as	throughout	the	whole	product	 life-cycle	because	of	the	
development	 of	 sustainable	 use	 of	 resources,	 sustainable	 recycling	 and	 closed-loop	
supply	chains	(Agyemang	et	al.,	2019).	The	products	in	circular	economy	will	be	either	




Although	 there	 have	 been	 numerous	 divergent	 views	 on	 the	 definitions	 of	 CE,	most	
researchers	 in	 the	 field	 agree	 on	 the	 fact	 that	 CE	 is	 an	 important	 tool	 for	 attaining	
sustainable	 development	 (Prieto-Sandoval	 et	 al.,	 2018,	 p.610).	 The	 most	 common	


























consumers	 in	 promoting	 CE	will	 be	 discussed	 in	 the	 section	 2.3.	 After	 this	 stage	 the	
circular	economy	intends	to	close	the	loop	by	recovering	the	goods	so	that	they	can	be	
returned	 to	 the	 cycle	 as	 an	 alternative	 to	 simply	 disposing	 them	 after	 use	(Prieto-
Sandoval	et	al.,	2018.)	Ideally,	the	materials	recycled	from	discarded	products	maintain	











Most	 commonly,	 CE	 is	 depicted	 by	means	 of	 four	 loops	 that	 also	 represent	 the	 key	
principles	 of	 CE:	 product-life	 extension,	 redistribution/reuse,	 remanufacturing	 and	
recycling.	These	loops	are	often	also	categorised	to	inner	loops	and	outer	loop.	The	inner	
loops	are	the	“primary”	loops,	where	design	has	an	important	role.	Inner	loops	include	
remanufacturing	 and	 reuse,	 as	 well	 as	 maintenance	 and	 increased	 usage	 rate	 of	 a	








level	 as	well	 as	 actions	 to	 encourage	 a	 circular	 economy	oriented	 society.	As	 for	 the	
meso-level,	 it	 describes	 an	 inter-firm	 level,	 including	 industrial	 symbiosis	 and	eco-





society	 and	 environment.	 The	potential	macroeconomic	 benefits	 of	 this	 shift	 include	
economic	 growth	 through	 material	 cost	 savings	 and	 increased	 profits,	 job	 creation	
potential	in	e.g.	remanufacturing	and	service	sector	and	increased	innovation.	Again,	the	
increased	 innovation	 leads	 to	 higher	 rates	 of	 technological	 development,	 improved	
materials,	 labour	 and	 energy	 efficiency,	 as	 well	 as	 reduced	 waste	 management	 and	
emission	control	costs.	According	to	a	report	of	McKinsey	(2016),	these	developments	
could	 translate	 into	 7%	 higher	 GDP	 increase	 by	 2030,	 compared	 to	 the	 current	
development	path	(McKinsey,	2016).	(Korhonen	et	al.,	2018.)	
	
Shifting	 their	 operations	 to	 follow	 the	 principles	 of	 CE,	 also	 companies	 would	 gain	
significant	 advantage.	 The	 benefits	 for	 businesses	 include	 new	 profit	 opportunities,	





because	of	new	business	models	 that	establish	 longer-term	 relationships,	due	 to	 the	












It	 is	 worth	 acknowledging	 that	 the	 CE	 would	 not	 only	 benefit	 companies,	 the	
environment	and	the	economy	at	macro	level,	but	also	the	individuals.	For	example,	a	
circular	 economy	 could	 increase	 the	 disposable	 income	 of	 the	 average	 European	
household,	since	the	money	invested	in	products	and	services	would	be	reduced.	It	is	
estimated	that	by	2030,	the	average	disposable	income	of	European	households	could	
increase	 11%	 more	 than	 following	 the	 current	 development	 path	 (EllenMacArthur	
Foundation,	2017).	Further,	the	CE	would	promote	sustainable	consumption	habits	and	
the	 utility	 or	 benefit	 that	 consumers	 perceive	 could	 be	 improved	 by	 the	 increased	
customer	choice	and	quality	of	the	products	that	circular	models	offer.	Also,	the	total	
ownership	costs	of	products	would	be	significantly	reduced	because	of	overcoming	the	
premature	 obsolescence	 caused	 by	 poor	 quality	 or	 fast-changing	 trends.	
(EllenMacArthur	Foundation,	2017.)		
	












is	 higher	 than	 the	 value	 of	 the	 recovered	materials.	 This	 could	 be	 solved	 by	 setting	
regulatory	incentives	that	would	make	pursuing	CE	objectives	more	attractive	than	the	
traditional	 ones.	 Additionally,	 CE	 is	 criticised	 to	 often	 ignore	 social	 benefits	 –	 CE	
principles	are	mainly	constructed	from	a	business	point	of	view	that	takes	equally	into	
account	 the	 environmental	 and	 economic	 dimensions,	 but	 the	 third	 dimension	 of	
sustainability	is	lacking.	It	is	evident	that	the	additional	manufacturing	processes	in	CE	–	
such	as	refurbishing	or	recycling	–	create	new	employment	opportunities.	However,	the	

















in	 recent	 years	 have	 identified	 certain	 barriers	 that	 have	 frequently	 occurred	 in	 CE	
implementation	 (e.g.	 Pheifer,	 2017;	 Rizos	 et	 al.,	 2015;	 Ranta	 et	 al.,	 2017;	 Jesus	 &	
Mendonca,	2018).	These	barriers	can	be	categorised	to	financial,	structural,	operational,	
29	
attitudinal	 and	 technological	 barriers.	 The	 financial	 barriers	 include	 difficulties	 in	
measuring	the	financial	benefits	of	circular	economy,	as	well	as	concerns	about	financial	
profitability	 of	 the	 CE	 business	 models.	 The	 structural	 barriers	 refer	 to	 the	 missing	
exchange	of	information	and	unclear	distribution	of	responsibility.	The	main	operational	
barrier	 is	 the	 infrastructure/supply	 chain	management	 that	needs	 to	be	 rethought	 in	
order	to	succeed	in	the	transition	towards	CE.	The	attitudinal	barriers	are	related	to	the	
perception	 of	 sustainability	 and	 risk	 aversion.	 The	 technological	 barriers	 include	










































































The	 implementation	of	circular	economy	at	the	microeconomic	 level	 is	done	through	
circular	business	models	(Ionascu	&	Ionascu,	2018,	p.357). A	business	model	refers	to	
the	 organisational	 and	 financial	 architecture	 that	 defines	 how	 a	 company	 turns	 its	
resources	 and	 capabilities	 into	 economic	 value	 (Teece,	 2010).	With	 circular	 business	
models,	 companies	 create	 value	 restoring	 the	 value	 retained	 in	 existing	 products	 to	
create	new	ones.	Based	on	a	review	of	earlier	definitions,	NuBholz	(2017)	suggests	the	
following	definition:	“A	circular	business	model	is	how	a	company	creates,	captures,	and	
delivers	 value	 with	 the	 value	 creation	 logic	 designed	 to	 improve	 resource	 efficiency	
through	contributing	to	extending	useful	life	of	products	and	parts	(e.g.,	through	long-
31	
life	 design,	 repair	 and	 remanufacturing)	 and	 closing	material	 loops”	 (NuBholz,	 2017,	
p.12).	
	













One	 of	 the	 most	 used	 categorisations	 is	 the	 ReSOLVE	 framework,	 developed	 by	












privately	 owned	 products	 or	 public	 sharing	 of	 a	 pool	 of	 products),	 reusing	 them	






Optimize	 includes	 the	 actions	 of	 enhancing	 the	 performance/efficiency	 of	 products,	
removing	waste	in	production	and	along	the	supply	chain	(e.g.	in	sourcing,	production,	
logistics,	use	and	end-of-life	collection),	utilising	big	data,	automation,	remote	sensing	
and	 steering.	 These	 actions	 do	 not	 demand	 switching	 the	 product	 or	 technology,	 as	
demonstrated	by	the	lean	philosophy	of	Toyota.			
	
Loop	 contains	 activities	 like	 keeping	 components	 and	materials	 in	 closed	 loops	 and	
prioritising	 inner	 loops.	 For	 finite	 materials,	 this	 signifies	 primarily	 remanufacturing	
products	or	components	and	recycling	as	the	last	alternative.	For	instance,	Caterpillar,	
















































MacArthur	 Foundation,	 2017,	p.18).	 The	production	of	 textile	 fibres,	 consumption	of	





The	 fashion	 industry	 has	 been	 linked	with	 excessive	 consumerism,	 elitism	 and	 guilty	
pleasures	 (Gazzola	 et	 al.,	 2020).	 In	 the	 last	 15	 years,	 the	 production	 of	 clothing	 has	
approximately	 doubled	 because	 of	 an	 increasing	middle-class	 population	 around	 the	
world	and	growing	sales	per	capita	in	mature	economies	(Ellen	MacArthur	Foundation,	
2017,	p.18).	 	The	latter	 is	 largely	caused	by	the	so	called	fast	fashion	that	has	been	a	
flourishing	and	increasingly	widespread	phenomenon	during	the	past	decades.	It	refers	
to	a	business	model	 in	which	 retailers	produce	 low-priced	and	 low-quality	 items	and	
have	numerous	seasons	per	year	in	contrast	with	the	traditional	two	collections	per	year.	
Spending	 little	money	 to	 dress	 following	 the	 latest	 trends	 and	 in	 different	ways	 has	




















There	 are,	 however,	 a	 number	 of	 ways	 to	 reduce	 the	 contradiction	 between	
sustainability	 and	 fashion.	 The	 so-called	 slow	 fashion	 has	 started	 to	 become	 more	














as	 “clothes,	 shoes	or	 accessories	 that	 are	designed,	 sourced,	produced	and	provided	
with	the	intention	to	be	used	and	circulated	responsibly	and	effectively	in	society	for	as	
36	












every	 second	 and	more	 than	 500	 billion	 US	 Dollars	 of	 value	 is	 lost	 every	 year	 as	 a	











resources,	such	as	oil	 to	produce	synthetic	 fibres,	 fertilizers	 for	cotton	plantation	and	
different	 chemicals	 for	 producing,	 dyeing	 and	 finishing	 fabrics.	 In	 addition,	 93	 billion	



















ones.	 A	 growing	 number	 of	 people	 do	 not	 have	 the	 skills	 or	 equipment,	 like	 sewing	
















as	 long	as	possible	with	a	minimum	impact	 to	 the	environment,	 the	principal	goal	of	
circular	fashion	is	to	be	able	to	use	garments	in	their	original	form	for	the	maximum	time	



















strategies,	and	has	potential	 for	making	 the	economic	system	truly	circular	 if	applied	
comprehensively.	 It	refers	to	rethinking	the	whole	 lifecycle	 loop	of	the	product	 in	the	
design	 and	 production	 phase	 in	 order	 to	 enable	 circularity.	 For	 instance,	 rethink	












Remanufacture.	 This	 model	 refers	 to	 clothes	made	 of	 used	 fibres	 or	 materials.	 The	
quantity	of	new	textiles	produced	from	virgin	materials	can	be	decreased	by	increasing	




recycled	 fibres.	 This	 CE	 business	 model	 is	 estimated	 to	 have	 a	 significant	 growth	
potential	and	even	large-scale	recycled	textile	production	is	expected	to	emerge	as	soon	
as	the	supply	of	recycled	raw	material	becomes	more	stable	and	financially	viable.	Some	
examples	 of	 global	 brands	 that	 have	 taken	 steps	 towards	 circularity	 through	
remanufacturing	 are	 Adidas	 with	 their	 training	 shoes	 made	 from	 reclaimed	 marine	
plastic	 waste,	 Patagonia’s	 collection	 of	 jackets,	 fleeces	 and	 shorts	made	 of	 recycled	












term	 rental	 services	 would	 also	 resolve	 problems	 related	 to	 unnecessary	 clothing	
disposal:	earlier	studies	suggest	that	26%	of	clothing	is	thrown	away	simply	because	the	









clothes’	 useful	 life	 considerably.	 	 However,	 as	 discussed	 in	 the	 previous	 section,	 an	
increasing	number	of	consumers	do	not	have	 the	skills	or	equipment	 to	do	even	 the	
smallest	 repair	 tasks.	Helping	people	 to	 relearn	 these	 skills	 could	offer	new	business	
opportunities,	along	with	the	repair	services	currently	available.	One	way	to	encourage	
and	facilitate	the	repair	and	maintenance	of	the	clothing	is	to	provide	clear	repair	and	
maintenance	 instructions	 that	would	 come	with	 a	 new	 garment.	 (Fontell	 &	Heikkilä,	
2017;	Niinimäki,	2017.)		
	























overseas.	This	would	call	 for	 introducing	new	attractive	and	 innovative	resale	models	























how	 and	where	 they	 usually	 recycle	 and	what	 are	 the	 challenges	 they	 are	 currently	
43	
facing	 and	 solving	 those	 (SustainAbility	 Institute,	 2020).	 Some	multinational	 clothing	
retailer	chains,	such	as	Mark&Spencer,	H&M	and	Levi’s	have	started	to	participate	in	the	
take-back	actions	that	encourage	consumers	to	bring	their	old	clothes	to	retail	stores	in	











However,	 a	 majority	 of	 post-consumer	 textiles	 are	 still	 going	 to	 mixed	 waste	 and	
consumers	 are	 not	 able	 to	 correctly	 separate	 re-usable	 clothes	 from	 non-reusable	
clothes.	Thus,	the	collection	methods	should	be	made	as	easy	as	possible	for	consumers.	


















































additional	waste.	 The	 transition	 from	 traditional	 economy	 is	 slow	because	 of	 earlier	
discussed	 barriers	 to	 circular	 economy,	 but	 the	 shift	 to	 circular	 fashion	 system	 has	
inevitably	begun	–	 in	2018,	 12.5%	of	 the	 fashion	 industry	had	already	 committed	 to	









role	 especially	 in	 closing	 the	 loops	 in	 this	 sector	 but	 also	 in	 the	 whole	 society’s	
transformation	to	CE.	Since	a	strong	consumer	commitment	is	needed,	the	speed	and	
















enablers	 of	 all	 of	 those	 steps.	 Firstly,	 appropriate	 user	 behaviour,	 such	 as	 proper	
maintenance	and	repair,	lengthens	clothes’	useful	life.	Secondly,	when	the	user	for	some	
reason	wishes	to	dispose	of	clothes	that	are	still	in	good	condition,	they	should	choose	










Attitude	 refers	 to	 individual’s	 favourable	 or	 unfavourable	 feelings,	 evaluations	 and	
tendencies	 toward	 objects	 or	 ideas	 (Kotler	 &	 Armstrong,	 2012).	 The	 attitudes	 and	
opinions	that	consumers	have	influence	their	purchase	intentions	and	behaviour.	Thus,	
firms	need	to	understand	consumers’	attitudes	and	discover	ways	to	influence	them	so	








Next,	 the	 factors	 affecting	 consumers’	 attitudes	 towards	 circular	 fashion	 will	 be	
discussed.	 Since	 there	 are	 very	 few	 studies	 concerning	 consumer	 attitudes	 towards	
circular	clothing	in	particular,	a	more	general	perspective	is	adopted	and	some	of	the	
following	 determinants	 concern	 sustainable	 apparel	 in	 general.	 Factors	 that	 affect	




















Ma,	 Isaac,	Gal,	2016;	Gazzola	et	al.,	2020.)	 	 In	 the	 light	of	 this	 information,	 it	 can	be	








by	 the	common	association	between	green	behaviour	and	 femininity,	which	 leads	 to	
labelling	green	consumers	as	more	feminine.	Prior	findings	propose	that	men	tend	to	be	







such	 as	 the	 Millennials	 are	 more	 socially	 and	 environmentally	 conscious	 than	 the	
previous	ones,	and	want	their	favourite	apparel	brands	to	be	involved	and	to	give	their	
positive	 contribution	 to	 the	 ecosystem	with	 practical	 acts	 (Gazzola	 et	 al,	 2020).	 The	
PricewaterhouseCoopers	(PwC)	report	“Millenials	vs	Generation	Z”	suggests	the	same,	
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consumers	 from	 different	 countries	 in	 their	 attitudes	 towards	 ethical	 fashion.	 Some	
studies	 have	 been	 conducted	 on	 attitudes	 towards	 ethical	 fashion	 in	 single	 cultural	
context	 or	 comparing	 a	 few	 countries.	 For	 instance,	 Carey	 and	 Cervellon	 (2014)	
investigated	attitudes	towards	ethical	fashion	of	consumers	in	Canada,	France	and	the	



















Further,	Gazzola	 et	 al.	 (2020)	 found	 that	 in	 Southern	 European	 culture,	 buying	 from	
second-hand	 stores	 is	 a	 practice	 made	 typically	 only	 by	 consumers	 who	 cannot	
economically	 afford	buying	new	 clothes.	 Southern	 European	 consumers	 are	 also	not	
likely	to	buy	their	clothes	second-hand	because	they	consider	used	clothes	to	not	be	in	









et	 al.,	 2007),	whereas	 others	 propose	 that	 nationality	 is	 one	 of	 the	most	 significant	
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predictors	 of	 individual	 attitudes	 towards	 ethical	 purchasing	 (Babakus,	 Cornwell,	
Mitchell	 &	 Schlegelmilch,	 2004).	 There	 is	 a	 gap	 in	 research	 concerning	 the	 effect	 of	













are	 the	most	 likely	 to	 consume	 sustainably	 (Ravensway,	 1999;	 Laroche	 et	 al.,	 2001).	
Nevertheless,	 these	 findings	 are	 not	 necessarily	 applicable	 to	 fashion	 consumption,	
since	the	wealthy	female	consumers	are	often	also	the	biggest	fashion	consumers	who	
follow	 latest	 trends.	 Further,	 the	 motives	 for	 sustainable	 consumption	 might	 vary	
depending	on	the	education	and	income.	Machado	et	al.	(2019)	state	that	consumers	
from	 higher	 social	 classes	 buy	 second-hand	 fashion	 because	 they	 want	 exclusive	











locus	 of	 control	 think	 the	 opposite,	 and	 thus	 tend	 to	 make	 more	 ethical	 choices.	
(Kollmuss	&	Agyeman,	2002.)	
	
Knowledge.	 The	 amount	 of	 the	 information	 available	 affect	 consumers’	 decisions.	
Previous	studies	reveal	that	consumers	have	very	low	level	of	knowledge	about	circular	
clothing	options	and	therefore	do	not	consider	it	as	an	alternative	to	traditional	clothing	
(Papaoikonomou	 et	 al.,	 2010;	 Wiederhold	 &	 Martinez,	 2018).	 Also	 the	 amount	 of	
environmental	knowledge	in	general	 influence	the	consumption:	the	more	aware	the	
individuals	 are	 about	 the	 environment,	 the	 more	 knowledge	 they	 have	 about	 the	
consequences	 of	 human	 actions	 towards	 the	 environment,	 and	 the	 more	 they	 are	
expected	 to	 make	 sustainable	 choices	 (Chekima	 et	 al.,	 2016).	 In	 contradiction,	

















recognised	 by	 a	 vast	 amount	 of	 consumer	 studies.	 Various	 peer	 groups,	 such	 as	
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that	 they	 cannot	 afford	 it	 (Wiederhold	 &	 Martinez,	 2018).	 Most	 of	 consumers	
interviewed	 in	 previous	 studies	 understand	 and	 justify	 the	 higher	 prices	 of	 circular	







tend	 to	 be	major	 concerns	 regarding	 circular	 clothing,	 as	 consumers	 expect	 as	 high	
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quality	 and	 fashionable	 style	 from	 circular	 clothing	 as	 from	 new	 clothes	made	 from	
virgin	fibres	(Vehmas	et	al.,	2018).	Gam	(2011)	suggests	that	the	visual	appearance	of	a	
garment	 is	 the	 strongest	 predictor	 of	 purchasing	 intention	 (Gam,	 2011).	 It	 was	 also	
discovered	 that	 consumers	 often	 feel	 that	 there	 is	 a	 lack	 of	 stylish	 clothes	 that	 are	
produced	ethically.	Wiederhold	and	Martinez	 (2018)	 reported	a	 similar	 finding;	 their	








comfort,	 the	 consumers	 were	 worried	 about	 the	 softness	 and	 breathability	 of	 the	
circular	materials	and	how	they	would	feel	on	the	skin.	(Vehmas	et	al.,	2018,	p.	293.)		
	
Ease	 and	 availability.	 Ease	 and	 availability	 are	 found	 to	 be	 crucial	 in	 increasing	
consumers’	motivation	to	make	more	sustainable	purchase	choices	and	to	bring	their	




















that	 is	defined	by	Ellen	MacArthur	Foundation	 (2013)	as	“an	 industrial	 system	that	 is	
restorative	 or	 regenerative	 by	 intent	 and	 design,	 includes	 approaches	 from	 various	
sciences	 such	 as	 ecology,	 economy,	 engineering,	 design	 and	 business	 (Lewandowski,	
2016).	It	has	received	increasing	attention	worldwide	since	2014,	and	was	developed	as	



















The	 implementation	of	CE	 in	the	microeconomic	 level	 is	enabled	by	circular	business	
models.	The	most	used	categorisations	of	circular	business	models	were	presented	in	
chapter	 2.1.4:	 McKinsey’s	 ReSOLVE-Framework	 (2016),	 Accenture’s	 list	 of	 business	











During	 the	 last	 15	 years,	 clothing	production	has	doubled,	but	 at	 the	 same	 time	 the	
usage	rate	of	clothes	has	been	reduced	by	half	(MacArthur	Foundation,	2017).	This	 is	
largely	 caused	by	 the	widespread	 and	 growing	 fast	 fashion	 phenomenon,	 a	 business	
model	 that	 encourages	 producing	 and	 buying	 cheap,	 low-quality	 items	 and	 always	
dressing	following	the	latest	trends	and	in	different	ways	(McKinsey,	2016).	As	a	counter	
reaction,	 sustainable	 lifestyle	 has	 begun	 to	 gain	 popularity	 in	 recent	 years	 and	
sustainable	fashion	consumption	is	now	emerging	as	a	megatrend,	responding	to	fast	
fashion	 and	 traditional	 business	models	 (Gazzola	 et	 al.,	 2020).	 	 Especially	 the	 young	
generations,	Y	and	Z,	value	transparency	and	expect	fashion	brands	to	be	sustainable	in	
their	 production	 processes.	 Numerous	 players	 in	 the	 fashion	 industry	 have	 already	




The	 shift	 to	 CE	 requires	 actions	 from	 all	 players	 in	 the	 market:	 manufacturers,	
technology-	and	product	designers,	policy-makers	and	consumers.	As	clothes	are	among	
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the	 biggest	 consumer	 goods’	 categories	 in	 the	 world,	 consumers	 have	 an	 especially	
important	role	in	the	fashion	industry’s	transformation	to	CE.	It	 is	therefore	crucial	to	








individual-related	 factors	 and	 contextual	 factors.	 Individual-related	 factors	 include	





The	 extent	 to	 which	 these	 factors	 affect	 consumer	 attitudes	 and	 behaviour	 in	 the	
context	of	circular	fashion	is	still	unclear	and	the	previous	findings	are	partly	conflicting.	
Therefore,	 consumers’	 attitudes	 towards	 sustainability	 and	 the	 chosen	 six	 circular	
















In	 their	 book,	 Saunders,	 Lewis	 and	 Thornhill	 (2009)	 introduce	 the	 “research	 onion”,	
presented	in	figure	7,	to	describe	the	methodological	choices	that	a	researcher	needs	to	
make	in	order	to	create	an	effective	methodology	for	the	study.	In	the	centre	of	the	onion,	
there	 is	 the	 choice	 of	 how	 to	 collect	 and	 analyse	 the	 data	 to	 answer	 the	 research	














in	 the	 process	 and	 the	 nature	 of	 that	 knowledge.	 The	 four	 research	 philosophies	
commonly	 used	 in	management	 research	 are	 positivism,	 realism,	 interpretivism	 and	
pragmatism.	 All	 of	 these	 philosophies	 are	 different	 from	 each	 other	 in	 terms	 of	















this	 means	 that	 the	 researcher	 can	 determine	 their	 ontological	 position	 either	 as	
objectivist	 or	 subjectivist.	 Objectivist	 sees	 social	 entities	 as	 external	 to	 social	 actors	
concerned	with	their	existence,	whereas	subjectivist	believes	that	social	phenomena	are	
results	of	the	perceptions	and	related	actions	of	the	social	actors	concerned	with	their	









then	 defines	 whether	 deductive	 approach	 or	 inductive	 approach	 should	 be	 used.	 In	
deductive	approach,	the	theory	and	hypothesis	are	first	developed	and	then	tested	with	




is	 built	 prior	 to	 the	 data	 collection	 and	 the	 theories	 and	 ideas	 from	 the	 previous	
literature	will	be	tested	in	the	upcoming	empirical	section	(Saunders	et	al.,	2009,	p.61).	
The	theoretical	framework	of	this	thesis	was	built	combining	earlier	studies	in	the	fields	
of	 circular	 economy,	 circular	 fashion	 and	 consumer	 attitudes	 as	 well	 as	 the	 factors	
affecting	them.	To	explore	this	theoretical	framework	in	practice,	the	study	will	examine	
young	European	consumers’	attitudes	towards	circular	fashion	and	what	are	the	most	
significant	 factors	 influencing	 these	 attitudes.	 This	 kind	 of	 need	 to	 explain	 causal	















theory,	 ethnography	 and	 archival	 research.	 It	 should	 be	 noted	 that	 these	 strategies	




the	 relevant	 data.	 A	 mono	 method	 approach	 refers	 to	 using	 either	 quantitative	 or	
qualitative	data	collection	techniques	and	analysis	procedures	in	a	research	design,	and	
the	techniques	chosen	for	this	study	are	quantitative.	Quantitative	data	can	be	a	product	









to	 gather	 the	 data.	 The	 survey	 strategy	 is	 common	 in	 business	 and	 management	
research	and	its’	popularity	can	be	explained	by	 its’	ability	to	collect	a	big	amount	of	
data	from	a	sizeable	population	in	a	relatively	economical	way.	The	data	collected	by	




In	 terms	 of	 time	 horizon	 of	 the	 study,	 there	 are	 two	 options:	 a	 cross-sectional	 or	 a	
longitudinal	study.	A	cross-sectional	study	is	a	“snapshot”	of	a	particular	phenomenon	
at	 a	 particular	 time.	A	 longitudinal	 research,	 on	 the	other	 hand,	 studies	 change	 and	
development	 over	 time,	 thus	 it	 adopts	 a	 “diary”	 perspective.	 (Saunders	 et	 al.	 2009,	
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enabled	collection	of	data	 from	a	geographically	dispersed	sample	 in	addition	 to	 the	
collection	of	 responses	 form	a	 large	sample.	The	questionnaire	was	pilot	 tested	with	
colleagues	that	also	belong	to	the	target	group	of	the	study	and	thus	were	similar	to	
those	 who	 would	 actually	 complete	 the	 survey.	 They	 provided	 feedback	 on	 the	
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functionality	and	flow	of	the	questionnaire,	after	which	minor	adjustments	were	made	
based	 on	 the	 feedback.	 After	 that	 it	 was	 spread	 online	 on	 social	 media	 platforms	
Facebook,	 LinkedIn	 and	 Instagram	 and	 also	 to	 friends	 across	 Europe	 who	 then	
forwarded	 the	 questionnaire	 to	 their	 contacts	 belonging	 to	 the	 target	 group.	
Furthermore,	 the	 questionnaire	 was	 sent	 to	 an	 email	 list	 consisting	 of	 international	











The	 individual	 questions	were	 partly	 adapted	 from	 a	 consumer	 research	 included	 in	
Telaketju	2,	a	project	that	aims	for	building	business	from	circular	economy	of	textiles.	
The	 aim	 of	 the	 consumer	 research	 was	 to	 investigate	 consumer	 attitudes	 towards	
recycling	 and	 different	 circular	 economy	 business	models.	 The	 research	 project	was	
carried	out	by	Business	Finland,	VTT	Technical	Research	Centre	of	Finland	and	Turku	and	
Lahti	Universities	of	Applied	Sciences.	(Telaketju,	2020.)	However,	the	questions	in	the	










called	 attribute	 variables	 (Saunders	 et	 al.,	 2009,	 p.	 368).	 The	 second	 part	 of	 the	
questionnaire	was	designed	to	map	the	respondents’	attitudes	towards	sustainability	in	
a	general	level	as	well	as	their	consumption	habits	and	knowledge	of	sustainability	issues.	
Attitudes	 and	 feelings	 of	 respondents	 are	 called	 opinion	 variables,	 whereas	 the	
consumption	habits	are	behavioural	variables	(Saunders	et	al.,	2009,	p.	368).	
	
The	 actual	 focus	 of	 the	 questionnaire	was	 on	 the	 third	 section	 that	 gathered	 young	
European	 consumers’	 views	 on	 six	 different	 circular	 business	 models	 for	 fashion	
discussed	in	the	literature	review:	1)	Remanufacture	2)	Rent	3)	Reuse	through	sharing	
platforms,	4)	Repair	and	5)	Resource	efficiency	6)	Recycling.	All	of	these	circular	fashion	
























it	 is	 impracticable	 to	 collect	 data	 from	 the	 whole	 population	 is	 equally	 important	
regardless	of	the	chosen	data	collection	technique.	(Saunders	et	al.,	2009,	pp.	210-212.)		
	
There	are	 two	 types	of	 sampling	 techniques	available:	probability	 sampling	 and	non-
probability	sampling.	When	probability	sampling	is	used,	the	probability	for	each	case	
being	chosen	from	the	population	is	known	and	it	is	the	same	for	all	cases.	Probability	
sampling	 techniques	 are	 all	 based	 on	 the	 assumption	 that	 the	 sample	 is	 selected	
statistically	at	random.	With	non-probability	sampling	on	the	other	hand,	the	probability	
of	each	case	being	chosen	 from	the	 total	population	 is	not	known.	 In	many	research	
projects	 a	 mix	 of	 different	 sampling	 techniques	 is	 used,	 sometimes	 including	 both	
probability	and	non-probability	techniques.	(Saunders	et	al.,	2009,	pp.	213-214.)	
	




subjective	 judgement.	 (Saunders	et	al.,	2009,	p.	233.)	The	sample	of	 the	quantitative	
survey	consists	of	112	voluntary	consumers	who	were	selected	using	mixed	sampling	













respondents	 was	 surprisingly	 balanced,	 since	 it	 was	 assumed	 that	 the	 topics	 of	
sustainability	and	fashion	would	have	mostly	aroused	the	interest	of	female	consumers.	
The	survey	respondents	were	born	between	1981	and	2001	and	based	on	their	birth	
years,	 they	 were	 divided	 into	 generation	 Y	 (born	 between	 1980	 and	 1994)	 and	

































































2009,	 pp.	 417-418.)	 In	 the	 quantitative	 data	 set	 of	 this	 thesis,	 data	 about	 the	






falls	 in	 the	category	of	 ranked	data,	since	all	 the	rating	questions	where	respondents	
were	 asked	 to	 rate	 how	 strongly	 they	 agreed	or	 disagreed	with	 different	 statements	
collected	ranked	data.	
	










Also	 the	 education	 level	 was	 coded	 as	 (1)	 high	 school	 or	 similar,	 (2)	 undergraduate	
degree	 and	 (3)	 graduate	 degree/higher.	 For	 numerical	 data,	 actual	 numbers	 are	
commonly	used	as	codes.	However,	this	level	of	detail	might	not	be	required	and	thus	
the	 data	 can	 be	 combined	 and	 organized	 into	 broader	 categories	 using	 re-coding.	
(Saunders	 et	 al.,	 2009,	 p.	 422.)	 This	was	 the	 case	with	 the	 data	 about	 respondents’	
average	yearly	income.	The	questionnaire	provided	precise	numbers	and	they	were	re-















minimise	 the	 need	 of	 coding	 after	 data	 collection.	 A	 Likert	 scale	 was	 employed	 to	
transform	 the	 non-numerical	 information	 about	 customers’	 views	 and	 attitudes	 into	
numerical	values.	These	data	were	evaluated	on	a	linear	scale,	from	1	being	“strongly	










other	 in	 terms	of	 the	 level	 of	 economic	 development,	 culture	 and	 attitudes	 towards	








general	what	 the	 respondents	 thought	 about	 sustainability	 and	 the	 different	 circular	
fashion	solutions.		
	
Further,	possible	 relationships	between	data	were	 then	 tested	by	applying	a	Kruskal-


























There	 may	 be	 four	 principal	 threats	 to	 reliability:	 participant	 error,	 participant	 bias,	


















are	systematic	errors	made	by	observers,	 that	can	 result	 from	tiredness	 for	example.	
(Saunders	et	al.,	2009,	p.157.)	The	highly	structured	nature	of	the	questionnaire	used	in	
the	 data	 collection	 reduced	 this	 threat.	 Also	 pilot	 testing	 the	 questionnaire	 with	
colleagues	 and	editing	 the	questions	 according	 to	 their	 feedback	 lowered	 the	 risk	of	
possible	errors	or	ambiguities.		
	
Finally,	observer	bias	 is	 often	 seen	as	 the	biggest	 threat	 to	 the	 reliability	of	 research	











intended	to	be.	 	Validity	can	be	either	 internal	or	external.	 Internal	validity	measures	
whether	the	research	reliably	indicates	causal	relationships	between	variables,	such	as	
in	this	thesis	the	influence	of	contextual	and	individual-related	factors	to	the	consumers’	
attitudes	 towards	 circular	 fashion.	 (Saunders	 et	 al.,	 2009,	 p.	 157.)	 To	 ensure	 internal	





















the	 findings	 related	 to	 the	 consumers’	 views	 towards	 sustainability	 in	 general	 are	





The	 respondents’	 attitudes	 towards	 sustainability	 in	 general	 were	 positive.	 Most	
respondents	 considered	 themselves	 as	 environmentally	 concerned,	 as	 81%	 either	
agreed	 or	 strongly	 agreed	 with	 the	 statement.	 However,	 level	 of	 education	 and	
nationality	affected	the	answers	of	the	respondents.	Those	who	had	a	graduate	degree	
or	higher,	evaluated	 themselves	as	more	environmentally	 concerned	 than	 those	with	
lower	 degrees.	What	 comes	 to	 nationality,	 Southern	 European	 consumers	 evaluated	
themselves	 as	 the	 most	 environmentally	 conscious,	 whereas	 Northern	 European	
consumers	 evaluated	 themselves	 as	 the	 least	 environmentally	 conscious.	 This	 is	 an	
interesting	finding,	since	Northern	European	consumers	are	traditionally	considered	the	






majority	 of	 respondents	 said	 that	 they	 would	 be	 willing	 to	 pay	 a	 higher	 price	 for	 a	
sustainable	 product	 than	 a	 traditional	 one,	 especially	 the	 most	 highly	 educated	
respondents.	However,	income	did	not	affect	the	willingness	to	pay	more.	Also	in	this	



















alarming	 since	 the	 study	 respondents,	 mostly	 highly	 educated	 young	 European	
consumers,	belong	to	the	most	environmentally	conscious	group	of	individuals.	This	calls	
for	 a	 substantial	 increase	 in	 communicating	 these	 impacts.	 	 Generation	 Z	was	more	







63%	of	 the	 respondents	 felt	 that	 they	 are	 able	 to	make	 a	 difference	with	 their	 own	
consumption	 choices,	 which	means	 they	 have	 an	 internal	 locus	 of	 control.	 This	 is	 a	
positive	result	as	individuals	with	an	internal	locus	of	control	tend	to	make	more	ethical	






















Especially	 Northern	 Europeans	were	 interested	 in	 remanufactured	 clothing,	whereas	
Eastern	Europeans	were	 least	 interested.	However,	 there	were	also	a	 lot	of	 concerns	
related	 to	 remanufactured	 clothes	 and	 accessories.	 77%	 of	 the	 respondents	 were	
concerned	about	the	product	quality	and	durability,	especially	males	and	Southern	and	












subscriptions	 of	 clothing	 and	 accessories.	 This	 encourages	 re-use	 rather	 than	 the	
purchase	of	items	that	only	get	worn	once	or	twice.	This	model	did	not	attract	as	much	
interest	 as	 the	 remanufacture	model.	 39%	were	 interested	 in	 using	 one-time	 rental	
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service	and	only	25%	were	 interested	 in	using	a	 regular	 subscription	 service.	 Female	











used	 fashion	 through	 peer-to-peer	 sharing	 platforms.	 However,	 only	 38%	 said	 they	
would	rent	used	clothing	through	these	platforms.	Gender	and	nationality	affected	these	
responses.	Females	were	significantly	more	interested	in	using	these	sharing	platforms	











Possible	 concerns	 that	 might	 affect	 the	 popularity	 of	 these	 platforms	 were	 also	
examined.	 Ease	 of	 the	 use	 of	 the	 platform	 was	 a	 common	 concern	 for	 71%	 of	 the	
respondents.	70%	of	the	respondents	were	worried	about	the	reliability	of	the	product,	
especially	 Southern	 and	 Eastern	 European	 consumers.	 69%	of	 the	 respondents	were	
concerned	about	the	effort	prior	to	selling	and	buying	through	the	platforms,	especially	






What	 comes	 to	 extending	 clothes’	 useful	 life	 through	 repairing	 old	 clothes,	 a	 vast	
majority,	 70%,	 said	 they	 make	 minor	 repair	 to	 their	 clothes	 themselves.	 Female	
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respondents,	 Southern	 Europeans	 as	well	 as	Gen	 Z	 respondents	were	more	 likely	 to	















not	 as	 likely	 to	 use	 textile	 collection	 points	 as	 Northern	 and	 Western	 European	
respondents.	This	is	visualised	in	the	boxplot	in	figure	11.	The	medians	for	Southern	and	
Eastern	Europeans	 is	3	 (neutral),	whereas	 for	Northern	and	Eastern	Europeans	 it	 is	4	
(likely).	Furthermore,	24%	answered	that	they	tend	to	throw	their	worn	out	or	stained	











power	 in	 different	 European	 countries,	 it	 is	 not	meaningful	 evaluating	 the	 consumer	
attitudes	based	on	their	 income	 level.	When	analysing	 the	data,	 it	was	seen	that	 the	
income	factor	was	a	significant	factor	almost	every	time	the	nationality	factor	was	also	









This	 chapter	 concludes	 the	 thesis	 by	 summarising	 and	 discussing	 the	 findings	 of	 the	
study	to	present	the	new	knowledge	attained	across	the	previous	sections.	The	results	
of	the	empirical	research	are	linked	with	the	theoretical	framework	for	the	purpose	of	
finally	 answering	 the	 research	 question	 and	 objectives	 in	 a	 clear	 and	 concise	 way.	
Furthermore,	 the	 chapter	 provides	 managerial	 implications,	 giving	 practical	








circular	 fashion	 and	 what	 are	 young	 European	 consumers’	 attitudes	 towards	 these	
offerings.	 In	 addition,	 the	 study	 aimed	 at	 discovering	 what	 are	 the	 most	 significant	
individual	 factors	 that	 affect	 these	 attitudes.	 Thus,	 this	 thesis	 contributes	 to	 the	
developing	discussion	on	consumer’s	role	in	circular	economy.	
	
The	main	 research	 question	 of	 the	 thesis	 was	 “What	 kind	 of	 solutions	 does	 circular	











map	 young	 European	 consumers’	 thoughts	 and	 attitudes	 towards	 sustainability	 in	





















remanufactured	 clothing	 interested	 all	 respondents	 across	 countries,	 genders,	
generations,	income	levels	and	education	levels.	Clothes	as	a	service-business	model	as	
well	 as	peer-to-peer	 sharing	platforms	 interested	 female	 consumers,	but	males	were	
sceptic	 about	 the	 convenience	 of	 the	 services.	 Repairing	 old	 clothes	 is	 already	 quite	










a	major	obstacle	 in	adopting	circular	 fashion.	However,	 the	 respondents	do	generally	
think	that	they	are	able	to	make	a	difference	with	their	own	consumption	choices,	which	
indicates	that	they	are	ready	to	make	actions	concerning	their	own	consumption	habits	




Finally,	 what	 comes	 to	 the	 individual	 factors	 affecting	 the	 attitudes	 towards	 circular	
fashion,	the	findings	show	that	gender	and	nationality	are	the	most	significant	factors.	
Female	 consumers	were	more	 interested	 in	 the	 circular	 fashion	offerings	 that	males,	
especially	in	the	rental	and	peer-to-peer	sharing	models.	However,	the	overall	attitude	
towards	 sustainability	was	 similar	 among	 genders.	 In	 general,	male	 consumers	were	










































• Northern	 and	 Western	 Europeans	 more	 likely	 to	 use	 textile	






























responsibility	 and	 awareness	 of	 consumers,	 the	 use	 of	 renewable	 technologies	 and	






will	 be	 left	 behind.	 So,	 they	 should	 start	 concentrating	 on	 product	 innovation	 and	
developing	new	designs.	Based	on	 the	 study	 findings,	 there	 is	huge	market	potential	
especially	 for	 remanufactured	 fashion.	Most	of	 the	 respondents	did	not	know	where	









different	 from	 the	 fashion	 made	 from	 virgin	 materials.	 In	 order	 to	 decrease	 the	
scepticism	of	the	young	consumers	towards	retailers’	ethical	claims,	the	communication	


















transition	 consumer	 habits	 and	 companies’	 interest	 towards	 circularity.	 The	 shift	 to	
circular	economy	cannot	be	tackled	by	voluntary	work	and	goodwill	of	companies	and	
consumers	alone,	and	therefore	public	funding	has	to	be	addressed	to	businesses	and	
























visibility.	 This	 would	 happen	 by	 conducting	 a	 longitudinal	 research	 with	 a	 similar	
population	and	similar	questions.	Furthermore,	most	of	the	CE	studies	with	geographical	
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this	 is	 that	 clothes	 and	 accessories	 are	 offered	 to	 the	 consumer	 for	 temporary	 use,	 either	
through	one-time	rental	or	weekly/monthly	subscription.	The	products	are	 in	good	condition	


























































































The	 next	 model	 to	 be	 evaluated	 is	 product-life	 extension.	 The	 idea	 of	 this	 model	 is	 to	 use	














33.	 I	 make	minor	 repairs	 (e.g.	 sewing	 buttons,	 replacing	 broken	 zippers	 etc.)	 to	 my	
clothes	myself	to	extend	their	usage.	
	
Strongly	disagree								1												2											3											4											5										Strongly	agree	
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34.	I	take	my	clothes	to	a	repair	shop	in	order	to	repair	minor	damages.	
	
Strongly	disagree								1												2											3											4											5										Strongly	agree	
	
	
Resource	efficiency	and	recycling	
	
The	last	circular	model	to	be	reviewed	here	is	called	resource	efficiency	and	recycling.	This	model	
refers	to	the	collection	and	reuse	of	end-of-life	clothing	and	materials,	thus	the	clothes	that	are	
too	stained	or	worn	out	to	be	reused	as	such.	
	
	
35.	I	am	likely	to	take	my	old	(worn	out	or	stained)	clothing	to	textile	collection	points	
(e.g.	in	retail	stores	or	separate	textile	collection	points).	
	
Strongly	disagree								1												2											3											4											5										Strongly	agree	
	
	
36.	I	tend	to	throw	my	old	(worn	out	or	stained)	clothes	to	mixed	waste.	
	
Strongly	disagree								1												2											3											4											5										Strongly	agree	
	
37.	I	feel	that	I	am	able	to	determine	whether	my	old	clothes	could	still	be	recycled	to	
new	clothes	or	fibers.	
	
Strongly	disagree								1												2											3											4											5										Strongly	agree	
	
